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In the Internet age, the activity of traditional advertisement message get into 
consumers’ mind becoming harder and harder. The film and television “brand 
concept placement” advertisement was born in the background of the age of message 
supply exceeds demand, it’s a new type of product placement advertisement. 
First of all, we will define film and television “brand concept placement” 
advertisement, and then we will compare the film and television “brand concept 
placement” advertisement and traditional film and television product placement 
advertisement to control the essence of the placement type and placement mode of 
the film and television “brand concept placement” advertisement. 
The film and television “brand concept placement” advertisement has a very 
important positive effect for the promotion of brands’ image. The article will analyze 
the importance of the communication of brand concept, and then the importance of 
the communication of the film and television “brand concept placement” 
advertisement for brands’ image. 
Today, “consumer” lies into the center of enterprises’ marketing activity, 
consumers become more and more important, and the film and television “brand 
concept placement” advertisement should be used under the guidance of IMC, and 
this article will analyze how this process works. Because the film and television 
“brand concept placement” advertisement and the traditional film and television 
advertisement all belong to the video advertisement, so this article will aslo analyze 
the cooperation between this two kinds of video advertisement. This article will also 
discuss the questions that the enterprises should notice when execute the new type of 
product placement advertisement and the development trend of this new type of 
product placement advertisement. 















through, this article also pick two successful examples, they are: Chevrolet Cruze 
and “11 centigrade youth” serial film, Johnnie Walker and “YuLu plan”. And we will 
analyze this two example with the analysis frame of the article. 
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1.1  选题背景和研究意义 




















































































1.2  研究对象和研究方法  











1.2.2  研究方法 
本文将采用以下几种方法对“理念型”影视植入式广告进行研究。 
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